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OLYMPIC GLORY! Ulah!

“These were the fun Olympics, the safe Olympics, the friendly
Olympics, the compact Olympics, the demographically
blessed Olympics, and the telegenic Olympics...

... But these were also the sour grapes Olympics with
protested results, manipulated judges, threatened withdrawals,
angry email messages, and new-age doping techniques. . ..

... For most Americans, these were the Winter Games that
worked. Ultimately, the Salt Lake Games conferred upon the
Olympic movement a modern blueprint for how to run a




G o o d T i m e Where ideas con m’:f,

WAS A “FUN” ATMOSPHERE A KEY ELEMENT IN
YOUR OLYMPIC EXPERIENCE?

SALT LAKE CITY 74%

SYDNEY 67%

(Survey conducted during the Games; for'the 10C.")




Olympic Visitor Estimates [ Ifi71!

Where ideas connect

220,000 TOTAL VISITORS
* 90,000 Domestic Visitors

* 15,000 International Visitors

* 64,000 Sponsors & Guests

* 15,000 Olympic Organizations
* 15,000 News & Media

* 15,000 Security Personnel

* 6,000 VIPs
R




Economic Rewards Uta]W l’

TOTAL ECONOMIC OUTPUT FROM THE OLYMPICS
$4.8 BILLION

 Employment — 35,000 Job Years

* Income - $1.5 Billion

* Infrastructure Investment — $435 Million

* Visitor Spending — $123 Million

* Net Revenue to State & Local Government — 76 Million



Timing of Economic Impacts Lltah!

Where ideas connect
Employment & Output Impacts
Employment Resulting from the Olympics Output
(Job Years) 1996-2003 (Millions of $2000)
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Financial Success Utajw l’

SALT LAKE OLYMPIC COMMITTEE BUDGET

$1.9 BILLION
Operating $840 million
Venue construction $413 million
Security, Transit, Highways $382 million
Olympic Village, Venues $225 million
Paralympics $ 80 million

SLLOC finished withrarsd00=million  PROEIH!




Olympic Legacy Ultah!

Where ideas connect

Distribution of $100 million surplus

« Utah Athletic Foundation $72.0 Million
Utah Olympic Park
Kearns Speedskating Oval
Soldier Hollow

» Olympic Legacy Plazas $10.2 Million
Gallivan Center (Hoberman Arch)
University of Utah (Cauldron)

« Charitable Donations $11.5 Million



Olympic Infrastructure Ulah!

Where ideas connect

« Utah Olympic Park
- one of three bobsleigh tracks in North America
- one of two ski jump facilities in the U.S.

 Soldier Hollow
- new access road, water & irrigation systems
- 28 kilometers of cross-country trails

* University of Utah
- Olympic Village (3,500 student housing capacity)
- Rice-Eccles Stadium (46,500 spectators)




Olympic Infrastructure Ulah!

Where ideas connect

» Utah Olympic Oval
- Fastest speed skating oval in the world

* Transportation
- I-80 Silver Creek & Kimball Junction
- Trappers Loop Road
- Light Rail Lines

* Lodging Market Expansion
- Increases in size and quality

» Ski Resort Expansion
- Investment at all resorts




Local Resident Support Ulfah!

Where ideas connect

Resident Support for the
Percent 2002 Olympic Winter Games
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State Hosting Efforts Ultah!

Where ideas connect

» Torch Relay - 1.5 million spectators saw the Utah
van. More than 3,600 business contacts were made
at 10 receptions during the relay.

* Olympic Receptions — 96 state-sponsored receptions with
El]:‘i"I'HTE:ﬁ; man:] 18,400 participants including investors and trade delegations

hesay from 21 countries and numerous local, national and
international business executives.

* Government Dignitaries — Leaders from 77 countries and 8 presidential
Cabinet officials hosted.

o Utah Media Center — Hosted non-accredited media. Housed

S CBS, ABC, ESPN, CNN, EBU; registered over 1,500
@}_F 5 journalists; filed more than 2,000 stories; held 82 news




. Nedia Themes Ufah.’

Qse? Where ideas connect

Before During After
Security Athletic Performances Operational Success

. . (Financial Surplus, Transportation,
Finances Skating Controversy Technology, Security, Venues)
Mormons Athlete Diversity Economic Impact
Visitor Guide Doping Doping
(Accommodations, Tickets,
Restaurants, Attractions) Political Antagonism Mitt Romney

Fashion (Roots, Berets) Athlete Endorsements

Advertisers/Marketing Volunteers

Business Environment Olympic Legacy

0 l'l( E'Eimeg Ehe Washington Post

Ehe New Aork €
latimes'com. [ pe o




Unprecedented Marketing Success Utah’

Where ideas connect

The 2002 Olympic Winter Games established marketing-related
records in the areas of broadcast, ticketing, and sponsorship

» 2.1 billion viewers in 160 countries and territories amassed
13.1 billion viewer hours

* More than 1.5 million tickets were sold, representing 95% of
the available tickets

» The OPUS local sponsorship program generated a total of
$876 million for SLOC and the U.S. Olympic Committee

g [ B TR "




.  Television Audience Ulah!

Where ideas connect

2.1 billion viewers worldwide watched coverage of the Games

an average of 6 hours and 15 minutes!

OLYMPIC BROADCAST COMPARISON

[Indexed by Audience Market Share & Hours of Viewing)

Country TV Audience - Millions (%of Pop) USA = 1.00
HORWAY 3.5 (79%) | | . 1.12]
FINLAHD 4.3 (83%) 1.11:3 |
CAHADA 27.6 (58%) 1.02 |

UHITED STATES 177.5 (64°%) | | 1.00
SWEDEH 7.8 (59°%) | | 0.98 |
CZECH REPUBLIC 9.4 (92%) : | l].ﬂ4|
JAPAH 102.1 (30°%) i I l].ﬂ4|

POLAHD 25.5 {665%) 0.87 |
1 1
GERMANY 70.5 (§5%) 0.86 |
1 1
SWATZERLAHD 6.2 (§5%) 0.85 |
| |
HETHERLAHDS 13.9 (87%) 0.83 |

AUSTRIA 6.4 (79%) 0.79

2215

19:13

28:05

16:43

13:00

1743

20:20

10:51

10:35

08:31

10:05




.. Television Audience Ulah!

Where ideas connect

OLYMPIC BROADCAST COMPARISON
{Indexed by Audience Market Share & Hours of Viewing)
Country TV Audience - Millions (%of Pop) USA=1.00 Hours
DEHMARK 3.6 (67%) — | 0.64] 06:36
KOREA 32.9 (68%} — ' 0.62] 05:15
AUSTRALIA 12.3 (64%) — I l].EE=| 06:40
FRAHCE 37.3 (63%) — | ll-ﬁ'lll 07:03
RUSSIA §1.4 (56%) _ I 0.58 | 08:00
UHITED KINGDOM 38.5 (65%) — . 0.57 | 03:42
MEXICO 54.3 (52%) — 0.57 | 09:14
ITALY 37.0 (64%) — 0.54] 02:16
BELGIUM 6.3 (62%) _ :0.49 | 00:06
CHIHA 722.4 (56%) - 0.45 01:02
SPAIN 18.6 (46%) 01:08
ARGENTINA 16.1 (43%) 00:21
BRAZIL 65.5 (37%) 00:43

=
=
=
P
=
wan



Q%) Television Audience

Lltah!

Where ideas connect

U.S. Highlights

 Total audience of 187 million viewers
watching 27 hours of Olympic coverage

 NBC out-performed all other networks
combined with its prime-time slot. Rating
average 149% above regular network
programming

* Olympic “halo” boosted ratings for other
programs (Today Show, Dateline, Nightly
News, Tonite Show, and NBCSports)

* Huge Cable Audience (1.7 million per day)

CNBC tripled average audience
MSNBC quadrupled average audience

&2 NBCOLYMPICS

Global Highlights

* Men’s Gold Medal Hockey achieved
highest ever TV audience in Canada

* Eurosport reported total audience of
132 million viewers (more than the 1998
world cup)

 Late night women’s curling in the U.K.
attracted the same audience as FA Cup
Final (15t Division Soccer)

» German viewership tripled Nagano
Games with regular audiences of more
than 10 million a night

* More than 100 million viewers from
Japan watched 17 hours each even
with the unfavorable time zone A

HOST BROADCASTER

* :



Public Relations Utah!

Where ideas connect

» Estimated value of print media exposure during the Games:
$22.9 million (tourism themes only)

 $22.0 million — National and Syndicated stories

* $89,100 — Features from Sport’s Illustrated “Dailies”
» $89,800 — USA Today stories

* $420,300 — US Daily Newspapers from major markets
* $367,600 — Southern Utah stories

2001 Pre-Olympic Public Relations Campaign: 109.9 million impressions

vyl Y IGEST




Advertising Ultah!

Where ideas connect

* Television ad promoting Utah tourism aired in select markets
reaching 6.1 million people during closing week of the Games.

* Los Angeles

e San Francisco

e San Diego
* Follow-up ad aired during March 24t to April 7t in additional
markets reaching 7.6 million people.

* Los Angeles e Portland
e San Francisco e Seattle
e San Diego e Dallas




Sustained Interest in Utah thah!

Where ideas connect

Thousand Monthly Internet Visits to Utah.com

800

Feb Increase
700 +216%

697
600 f
/ Sustained Increase
500 / +80%
400 Sept. Decline 2o 285
(-34%)

300 g i




; An Olympic Boost Utah!

Where ideas connect

a8 s

VOLUME INDICATORS
. . INDICATOR - 15t rter 2002 % CHANGE
During the first quarter of g Q” r -
. . alt Lake Int’l. Airport Passengers -6%
2002, there is ewden(.:e of a Cear Natione] Parice 0%
Stror‘g over_al_l bOO_St In Utah State Parks +42%
tourism activity with a few Utah Skier Days 9%
tradeoffs. Utah Welcome Centers +11%
Stateline Interstate Traffic +8%
Statewide Hotel Occupancy Rate +4%
Utah.com Website Visitors +108%

% Change in Tourism Sector Gross Taxable Sales




Salt Lake Attractions

Lltah!

Where ideas connect
Location Feb 2002 Feb 2001 % Change
LDS Family Research Centers 34,932 61,190 | -42.9% ——
Children’s Museum of Utah 27,932 10,672 | 161.7% !
Museum of Church History 22,909 14,024 63.4%
This Is The Place Heritage Park 17,895 2914 | 514.1%
Utah State Historical Society 9,968 Closed NA
Utah’s Hogle Zoo 8,562 12,671 | -32.4%
Utah Fine Arts Museum 6,323 Closed NA
Pioneer Memorial Museum 3,540 3,214 10.1%
Utah Museum of Natural History 3,419 6,354 | -46.2%
Kennecott Copper Visitor Center 2,531 Closed NA
Hansen Planetarium 2,409 11,850 [ -79.7%




Visitor Information Centers thah!

Where ideas connect

WY LI -] LT S & r.-l-:_::.

Location Feb 2002 Feb 2001 % Change
Salt Lake CVB 162,454 84,181 86.3%
Airport 41,805 26,951 55.1%
Capitol 64,727 5,051 | 1,181.5%
West Visitor Center 1,218 729 67.1%
Council Hall 4,882 2,116 | 130.7%
Brigham City 5,918 3,872 52.8%
Echo 7,673 6,354 | 20.8%
St. George 7,866 7,086 11.0%
Thompson Springs 2,943 2,224 | 32.3%




Business Bonanza Ulah!

Where ideas connect

» Consumer spending with Visa cards between February 15t and 24t
$172.7 million — T 31% over Feb. 2001

Specialty & Clothing Outlets — $43 million (T 77% over Feb. 2001)
Restaurants - $15 million (T 57% over Feb. 2001)

* January’s spending was also up 23% over last year.

* Daily spending — $917,000 (10% more than Sydney Olympics).

MCENTER * 54% downtown businesses increased sales.

14% increased by more than 100%!

Winners: Hotels, Restaurants, Olympic Vendors,
and made-in-Utah products




Lodging Occupancies Lltah!

Where ideas connect
& Feb-01 D Feb-02
I I I I I 5 o
Total Utah . 83.7%| 18.8%
Salt Lake City 90.8% | 22.5%
. . . . . . )
0,
Layton/Ogden ~ 84.1%| 10.4%
(1)
Provo/Orem , , , , ,o 54.4%] 29.5%
o,
Other Utah — 74.0%| 8.6%
77.8%|
Logan B 21.0%
| 65.2%
)0 1.3%

47.1%
7 10.4%




Lodging Room Rates Lltah!

Where ideas connect

&= Feb-01 I Feb-02

Total Utah I | $181] 117.4%
Salt Lake City $191] 151.5%
Layton/Ogden FESEEEEEE=tr $177] 173.9%

Provo/Orem $142] 137.0%

Other Utah $272) 56.5%

A 51.0%




Ski Resort Roundup Ultah!

Where ideas connect

* Expected Declines — February numbers off by 30% to 50%.
Absence of locals & destination visitors.

Better than Expected Worse than Expected

Park City Resorts Alta/Snowbird

Snowbasin Brighton/Solitude
= j £ Sundance

* Year-end results: down 9% (Colorado down roughly 5%).
Second best opening ever and late surge in March helped
salvage the season.

« $20.02 Promotlon Report Close to 80,000 certlﬁcates dlstrlbuted Nearly




Transportation Roundup Ulah!

Where ideas connect

* Extra Help — 700 buses from 24 states, 29
light-rail cares from Dallas, and over
1,000 driver/operators from 47 states.

* Record Ridership — 1.7 million riders on
TRAX (average of 100,000 per day — peak
of 144,000 - compared with typical
ridership of 20,000 per month)

* Traffic Reduced — downtown (30% to 40%) and West Valley City
and Davis County (20% to 30%) thanks to adjusted schedules and
heavy promotion.

* Minor Delays — Airport delays following Closing Ceremonies and
minor congestion at Smowbasin and Kimball Junction.




Airport Statistics Ultah!

Where ideas connect

- Salt Lake International Airport Passengers
1.36 million (-8.9%)

* International air traffic: +28%
(but only 2,500 passengers)
Chartered Flights from around the world

"

SALT LAKE 2002




Security Roundup Lltah!

Where ideas connect

* 15,000 Security Personnel from many local, state and
federal agencies

* Roughly 600 “suspicious” parcels and bags
investigated (none was a bomb or other threat)

* Several hundred incidents (from traffic accidents to
trespassing)

* 15 Arrests at Olympic sites (trespassing, public drunkenness, scalping)
* 25 Arrests at other Olympic events (President’s Motorcade, Bud World)

 False-Positive anthrax test at Salt Lake International Airport




Vacation Hot Spots Ultah!

Where ideas connect

March Issue of Men’s Journal Magazine:

Park City listed among the “50 Best Places
to Live” and described as an “Olympic
dream town.”

April Issue of Money Magazine:

Heber Valley selected among the top 10
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